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The  Alberta  Agricultural  Products 
Marketing  Council 


rp  he  Alberta  Agricultural  Products  Marketing  Council  is  a Crown  corporation  established 
by  the  Marketing  of  Agricultural  Products  Act.  The  Act  charges  Council  with  the 
responsibility  of  supervising  the  operations  and  facilitating  the  establishment  of 
agricultural  marketing  boards  and  commissions.  Council’s  central  purpose  is  “to  enable 
and  assist  the  evolution  of  agricultural  commodity  groups,  while  recognizing  the  interests 
of  the  general  public.” 

Council  is  in  the  business  of  fostering  effective  agricultural  commodity  organizations 
within  the  province  of  Alberta.  Its  central  roles  are  to  facilitate  the  creation  and  the 
amendment  of  appropriate  infrastructures  for  producer  organizations  wishing  to  use  the 
legislation.  Council  must  also,  in  a resolute  and  just  manner,  oversee  the  ongoing  operations 
of  the  existing  boards  and  commissions. 

Marketing  Council’s  priorities  are  as  follows: 

a)  To  foster  effective  commodity  organizations  which  are  self  reliant  and  responsive 
to  the  dynamics  of  the  market  place 

b)  To  enable  producer  initiatives  in  marketing,  research  and  development 

c)  To  broaden  the  focus  of  commodity  organizations  beyond  regulatory  control  so  as 
to  encourage  the  development  of  sound  business  philosophy  and  strategic  planning 

d)  To  encourage  the  updating  of  marketing  plans  and  regulations  under  the  revised 
Act;  and 

e)  To  ensure  that  the  interests  of  all  stakeholders  are  respected. 

There  are  currently  sixteen  producer  commodity  groups  which  operate  boards  or 
commissions.  The  Organization  Chart  lists  the  various  commissions  now  in  operation  and 
outlines  their  primary  authorities. 

The  powers  of  an  individual  board  varies  with  the  needs  of  the  commodity  group 
it  serves.  Some  boards  have  price  and  quota  setting  powers  and  others  have  the  sole  function 
of  collecting  levies  which  are  used  for  research  or  promotion. 

Collectively,  the  sixteen  boards  and  commissions  represent  a significant  portion  of 
Alberta’s  agricultural  activity.  Regulated  commodities  range  from  traditional  crops  and 
livestock  such  as  barley,  cattle  and  poultry  to  special  crops,  fresh  vegetables  and  pulses. 
The  sixteen  regulated  commodities  generated  over  $3.0  billion  in  farm  cash  receipts  in  1994 
in  Alberta  or  about  three  out  of  every  four  dollars  of  farm  cash  receipts  (not  including 
government  payments)  in  the  province. 
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The  Alberta  Agricultural  Products  Marketing  Council 


History  of  the 
Council 


National  Council 


The  Alberta  Agricultural  Products  Marketing  Council  was  established  in  1965  by 
means  of  the  Marketing  of  Agricultural  Products  Act. 

In  1972,  the  Minister  expanded  the  number  of  members  of  the  Council  to  eight  and 
revised  its  terms  of  reference  to  be  consistent  with  the  Government  of  Alberta’s  and  the  then 
Alberta  Department  of  Agriculture’s  policies  for  the  marketing  of  agricultural  products.  The 
new  Council  placed  greater  emphasis  on  supporting  Alberta’s  marketing  boards  and  commis- 
sions in  their  marketing  role. 

The  Marketing  of  Agricultural  Products  Act  was  amended  again  in  1987.  These 
revisions  were  written  to  meet  the  challenges  of  working  with  an  ever  more  complex 
agricultural  industry  in  the  province  and  to  better  serve  the  growing  and  developing  commodity 
organizations  working  under  the  legislation. 

The  Alberta  Agricultural  Products  Marketing  Council  is  active  in  its  liaison  role 
between  Alberta  and  the  National  Council.  The  National  Farm  Products  Marketing  Council 
was  established  in  1972,  under  the  Fann  Products  Marketing  Agencies  Act,  to  oversee  the 
operations  of  the  agencies  which  administer  national  and  regional  marketing  plans. 

As  of  the  end  of  the  fiscal  year,  March  31,  1994,  the  Alberta  Hatching  Egg  Marketing 
Board,  the  Alberta  Egg  Board,  The  Alberta  Chicken  Producers  and  the  Alberta  Turkey  Growers 
Marketing  Board  were  signatories  to  National  Agreements. 


Boards  and  Commissions 
operating  under  the 
Marketing  of  Agricultural 
Products  Act 

Total  Revenues  and  Expenses 

1993/94  - 1994/95 

Total  Revenue 
$15,315,523  $15,751,150 

Total  Expenses 
$14,324,014  $14,516,013 

Net  Revenue 

$ 991,509  $ 1,235,137 

Source:  Annual  Reports  of  the  Boards  and  Commissions 
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Chairman's  Report 


Three-Year 
Business  Plan: 


Pork: 


Hatching  Eggs: 


As 


Chairman  of  Marketing  Council,  I am  very  pleased  to  report  on  a year  of  change  and 
accomplishments. 


Continuing  efforts  to  improve  the  cooperation  and  communication  between  Council  and 
the  boards  and  commissions  have  shown  very  positive  results,  with  a number  of  important 
industry  issues  resolved  quickly  and  effectively.  The  use  of  issue  specific  working  groups 
comprised  of  representatives  of  Marketing  Council,  commodity  organizations  and  industry  have 
been  accepted  as  a better  way  of  doing  business. 

The  use  of  Alternate  Dispute  Resolution  (ADR)  methods  by  boards  and  commissions 
has  resulted  in  a general  reduction  in  the  number  of  disputes  reaching  the  Appeal  Tribunal.  ADR 
continues  to  hold  much  promise  in  dealing  with  disputes  between  organizations  and  their  clients. 


The  changing  world  trade  environment  has  forced  boards  and  commissions  to  reassess 
their  role  and  future  industry  needs.  Council  continues  to  work  closely  with  the  Boards  and 
Commissions  to  make  the  policy  and  regulation  changes  necessary  to  meet  new  market 
opportunities.  It  is  expected  that  the  need  for  regulatory  change  will  continue  to  increase  in  both 
frequency  and  scope. 

In  keeping  with  the  recommendations  of  the  Department’s  three-year  business  plan, 
Marketing  Council  has  significantly  reduced  its  costs  over  the  past  year.  It  is  anticipated  that 
further  reductions  will  be  forthcoming  as  Marketing  Council,  together  with  the  boards  and 
commissions,  develop  a more  efficient  way  of  doing  business. 

Council  and  the  boards  and  commissions  began  work  on  a structure  to  recover  a portion 
of  the  operating  costs  of  Council  from  the  organizations  established  under  the  Marketing  of 
Agricultural  Products  Act.  The  Marketing  Council  Cost  Recovery  Working  Group  Report  was 
presented  on  March  10,  1995.  The  report  made  a number  of  recommendations  which  Council 
looks  forward  to  working  toward  implementing,  with  the  cooperation  of  the  boards  and 
commissions. 

Council  continued  to  work  closely  with  the  Alberta  Pork  Producers  Development 
Corporation  to  help  facilitate  the  transfer  of  shares  in  Fletcher’s  to  Alberta  pork  producers.  The 
transfer  was  delayed  by  the  involvement  of  Vencap  as  an  equity  partner  in  Fletcher’s.  With  the 
confirmation  of  producer  support  for  V encap ’s  involvement,  it  appears  that  the  transfer  may 
finally  take  place  sometime  in  1995. 

A working  group  was  established  to  prepare  a new  Plan  for  the  Alberta  Pork  Producers 
Development  Corporation.  This  Plan  will  take  the  pork  industry  into  the  next  century.  It  is 
expected  that  following  producer  and  industry  consultation,  the  new  Plan  will  be  in  place  in  late 
1995  or  early  1996. 

The  Alberta  hatching  egg  industry  was  involved  in  the  national  discussions  on  the  future 
of  their  industry  and  supply  management.  These  discussions  led  to  negotiations  in  Alberta  on  a 
new  working  relationship  between  producers  and  hatcheries.  The  negotiations  centered  on  the 
issues  of  import  allocation  and  pricing.  At  the  time  of  writing,  no  agreement  has  been  reached. 
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Chairman's  Report 


Hatching  Eggs: 


Chicken: 


Eggs: 


General: 


Thank  you: 


A working  Group  was  established  to  prepare  a new  Plan  for  the  Alberta  Hatching  Egg 
Marketing  Board.  This  group  is  made  up  of  representatives  from  the  Board,  Hatcheries  and 
Council.  It  is  expected  that,  after  consultation  with  the  industry,  the  new  Plan  will  be  ready  for 
implementation  in  late  1995  or  early  1996. 

The  Alberta  Chicken  Producers,  with  Council  support,  developed  a new  strategic 
plan.  This  plan,  which  was  developed  with  significant  industry  input,  will  guide  the  Alberta 
chicken  industry  as  it  enters  a more  competitive  future. 

The  National  Task  Force  on  Orderly  Marketing  led  to  a new  arrangement  between  the 
provinces  on  allocation  and  pricing.  It  is  too  early  to  determine  if  the  arrangement  can  work 
for  the  long  term. 

The  National  Task  Force  on  Orderly  Marketing  also  led  to  a new  arrangement  in  the 
egg  industry.  Again,  the  industry  must  continue  to  work  to  ensure  the  agreement  holds  for  the 
long  term. 

The  Alberta  Egg  Producers  Board  made  some  significant  regulation  changes  to 
improve  their  competitive  position.  It  is  expected  that  further  changes  to  the  Plan  and 
Regulations  will  be  made  in  the  coming  year  to  strengthen  the  Alberta  egg  industry. 

A number  of  organizations  have  indicated  interest  in  making  changes  to  their  plans 
and  regulations  in  the  coming  year.  These  groups  include:  Alberta  Pork  Producers 
Development  Corporation,  Alberta  Hatching  Egg  Marketing  Board,  Alberta  Cattle  Commission, 
Alberta  Egg  Producers  Board,  Alberta  Chicken  Producers  and  the  Alberta  Sheep  and  Wool 
Commission.  These  requested  amendments  are  the  result  of  changes  in  market  conditions  and 
the  need  to  ensure  that  Alberta  producers  remain  globally  competitive. 

As  Chairman,  I would  like  to  thank  the  Minister  of  Agriculture,  Food  and  Rural 
Development  for  his  continuing  support  and  guidance.  Also,  thank  you  to  Council  members 
and  staff  for  their  hard  work  and  continuing  commitment  to  the  Alberta  agricultural  industry. 

I would  particularly  like  to  recognize  and  thank  three  Council  members  that  retired 
this  year.  Detrich  Kuhlmann,  Frank  Spanbauer  and  Jacques  Dargis  each  made  significant 
contributions  to  Council. 


Harvey  Buckley 
Chairman 
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Alberta  Barley  Commission 


'T'he  1993/94  fiscal  year  marked  the  third  full  year  of  existence  for  the  Alberta  Barley  Commission.  The  activities  of  the 
Commission  continued  to  expand  and  intensify  during  this  year  in  most  of  the  following  areas:  research,  market 
development,  producer  services  and  policy  development. 

The  number  of  research  projects  funded  by  the  Alberta  Barley  Commission  has  increased  to  a total  of  15, 
representing  approximately  $450,000  in  total  expenditures.  Many  producers  have  expressed  the  opinion  that  they  would 
like  to  see  their  funds  used  to  develop  new  and  higher  valued  markets.  Unfortunately,  little  research  has  been  undertaken 
to  assess  the  quality  factors  of  barley  in  these  markets.  Consequently,  the  Commission  has  undertaken  a number  of  studies 
to  evaluate  the  nutritional  value  of  barley  for  human  food  and  non-traditional  feed  markets  such  as  poultry  feed. 


The  Commission  has  been  instrumental  in  establishing  the  Barley  Development  Council  which  commenced 
operations  this  year.  The  Council  is  a forum  which  we  hope  will  result  in  more  collaborative  research  and  will  integrate 
this  research  with  industry  and  commercial  representatives.  The  Commission  is  very 
pleased  that  Dr.  Bryan  Harvey  of  the  University  of  Saskatchewan  has  agreed  to  be  the  first 
Chairman  of  the  Council  and  Dr.  Peter  Freeman  its  first  Vice-Chairman.  Dr.  Jim  Helm  of 
Alberta  Agriculture,  Food  and  Rural  Development  will  serve  as  Secretary. 


Alberta  Barley 
Commission 
Revenues  and  Expenses 
July  31,  1994 
1993  - 1994 

Total  Revenue 
$1,111,723  $1,154,474 

Total  Expenses 
$ 815,884  $917,517 

Net  Revenue 
$ 295,839  $ 236,957 

Source:  Alberta  Barley 
Commission  Annual  Report 


Market  development  activities  of  the  Commission  continue  to  be  inhibited  by  a lack 
of  quality  information  for  all  types  of  barley  and  a marketing  system  which  discourages 
producers  from  pursuing  higher  valued  specialized  markets.  In  the  past  year,  the 
commission  has  been  actively  promoting  barley  for  human  consumption  at  trade  fairs  and 
other  events.  Barley  recipes  and  barley  flour  samples  have  been  widely  distributed.  While 
progress  in  this  area  is  slow,  we  have  noted  a marked  awareness  of  barley  as  an  acceptable 
and  nutritional  alternative  in  the  human  food  diet. 

Since  its  inception  in  1991,  the  Alberta  Barley  Commission  has  been  inundated  with 
significant  and  complex  policy  issues.  These  include:  barley  marketing,  transportation 
reform,  method  of  payment  of  the  WGTA  benefit,  Canada/U.S.  trade  issues,  west  coast  grain 

handlers  strike,  and  other  less  significant  but 
important  considerations. 


Alberta  Farm  Cash  Receipts  - Barley 
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To  assist  the  Commission  in  the  pursuit  of  a 
positive  and  progressive  policy  environment,  the 
Commission  is  a member  of  the  Canada  Grains 
Council  and  Market  Choices  Alliance. 

One  of  the  primary  purposes  of  the  Alberta 
Barley  Commission  is  to  represent  the  interests  of 
Alberta  barley  growers  in  general.  It  is  vitally 
important  that  the  Commission  remain  in  tune  with 
the  sentiments  of  Alberta  growers  and  to  represent 
those  views  as  effectively  as  possible. 
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Alberta  Canola  Producers  Commission 


Production 


91  92  93  94p* 

* preliminary 

Source:  Alberta  Agriculture  Market 
Analysis  and  Statistics  Branch 


T ^ rom  a marketing  perspective,  1993/94  was  an  excellent  year.  It  is  not  often  that 
producers  experience  increased  production  and  rising  prices  at  the  same  time.  This  is 
exactly  what  happened  and  it  appears  this  buoyancy  may  continue  through  the  1994/95 
crop  year.  From  1992  to  1993,  Canadian  canola  production  increased  from  3.9  to  5.4  million 
tonnes  (38  per  cent)  and  1993/94  average  prices  strengthened  by  $70  per  tonne.  The  domestic 
crush  increased  from  1 .9  to  2.2  million  tonnes.  However,  the  saving  grace  in  1993  was  strong 
export  demand  for  seed  increasing  from  1 .9  to  3.9  million  tonnes.  Demand  for  canola  has  been 
excellent  with  the  opening  up  of  several  new  markets  including  Western  Europe,  Mexico 
and  the  United  States.  Nineteen  ninety-three  ending  stocks  were  at  an  all  time  low. 

Canadian  canola  acreage  expanded  from  7.2  million  acres  in  1992  to  10.3  in  1993  and 
14.4  in  1994,  now  exceeding  barley  acreage  by  over  40  per  cent.  Alberta  has  about  35  per  cent 
of  total  Canadian  acreage  and  depending  on  yields,  from  3 5 to  3 8 per  cent  of  production.  Canola 
fits  in  well  with  farm  rotations  and  prices  relative  to  other  grains  have  been  attractive. 


Alberta  Canola  Producers 
Commission 
Revenues  and  Expenses 
July  31,  1994 
1993  - 1994 


Total  Revenue 
$ 837,069  $ 1,190,681 


In  1992,  for  the  first  time,  a blackleg  infested  field  was  found  in  the  Peace  River 
region.  It  was  a shock  to  all  when  in  1993,  a survey  of  1273  fields  in  the  Peace  showed  102 
fields  infested  with  blackleg.  Massive  producer  awareness  programs  were  carried  out. 
About  $10,000  was  raised  from  agribusiness,  Alberta  Canola  Producers  Commission 
(ACPC),  Agriculture  Canada  and  the  Canola  Council  of  Canada  to  help  finance  this 
awareness  program  which  must  be  continued  over  the  next  few  years.  The  Alberta  Canola 
Producers  Commission  provided  a grant  of  $16,500  to  help  expand  testing  capability  at  the 
Fairview  and  Vegreville  laboratories. 


Total  Expenses 
$ 812,850  $ 979,771 

Net  Revenue 
$ 24,219  $ 210,910 

Source:  Alberta  Canola 
Producers  Annual  Report 
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The  Canola  Council  of  Canada  (CCC)  supports  canola  utilization  research  and 
most  of  the  varietal  development  research  work  in  Western  Canada.  In  Alberta,  the  Council 
supports  some  varietal  development  work  and  agronomic  research.  About  20  per  cent  of  our 
research  budget  is  spent  on  varietal  work  at  the  University  of  Alberta  and  Beaverlodge,  and 
80  per  cent  is  used  to  support  agronomic  research  and  demonstration.  The  ACPC  research 
committee  provides  a balanced  approach,  having  members  from  the  Commission,  research 

institutions,  industry,  government  and  the  CCC. 
The  committee  reviews  and  establishes  priorities  for 
the  research  applications  and  recommends  selected 
projects  for  Board  approval. 


Alberta  Farm  Cash  Receipts  - Canola 
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Source:  Statistics  Canada  Farm  Cash  Receipts  Catalogue  No:  21-001 


To  avoid  duplication  of  services,  ACPC  and 
the  Saskatchewan  Canola  Development  Commission 
(SCDC)  cooperate  closely  with  the  Canola  Council 
of  Canada.  Several  projects  have  received  joint 
funding  from  the  Alberta  Canola  Producers 
Commission,  the  Canola  Council  of  Canada  and  the 
SCDC.  The  Alberta  Canola  Producers  Commission 
Research  and  Demonstration  Committee  funded  39 
projects  including  Production  Centres  for  a total 
expenditure  of  $412,980.  Sixty  thousand  dollars 
was  used  to  purchase  equipment  for  the  Production 
Centres. 
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Alberta  Soft  Wheat 
Producers  Commission 


Nineteen  ninety-four  was  a busy  but  enjoyable  year  to  be  an  irrigation  fanner.  What  a difference  a year  can  make!  Soft 
wheat  in  general  came  off  with  good  to  excellent  yields  and  very  high  quality.  This  along  with  the  higher  prices  as 
compared  to  1993  makes  soft  wheat  a viable  alternative  when  planning  next  year’s  production. 

In  1993  the  irrigation  systems  were  sitting  idle  when  it  rained  15-20  inches;  1994  was  a totally  different  story. 
Many  pivots  ran  over  1 ,000  hours  and  just  when  growers  thought  they  were  caught  up,  the  wind  and  high  temperature  robbed 
the  moisture  from  the  soil. 

Another  alternative  to  Fielder  and  AC  Reed  will  soon  be  available  to  soft  wheat  growers.  A new  and  improved 
soft  white  spring  wheat  line,  SWS-89,  developed  at  the  Lethbridge  Research  Centre  has  been  supported  for  lull  registration 
in  1994  by  the  Prairie  Registration  Recommending  Committee  for  Grain.  SWS-89  will  be  registered  as  “AC Phil.  ” United 
Grain  Growers  (Proven  Seed)  will  handle  seed  multiplication  and  distribution  of  this  cultivar.  Certified  seed  for  commercial 
production  is  expected  to  be  available  in  1996  or  1997. 


The  Alberta  Soft  Wheat  Producers  Commission  (ASWPC)  will  continue  to  press  Alberta 
Financial  Services  Corporation  to  correct  the  1992  and  1993  GRIP  shortfall  for  soft  wheat 
producers  who  had  feed  wheat.  These  producers  were  not  able  to  achieve  their  target  revenue 
and  deserve  an  adjustment  under  the  program.  The  Commission  bases  its  comments  on  the 
data  supporting  the  monetary  di  sparity  that  occurred  and  in  the  interest  of  fairness  and  logic. 


In  the  matter  of  the  WGTA  pay-out  and  adustment,  the  Crow  benefit  for  irrigation  on 
cultivated  acres  needs  to  be  addressed  similar  to  how  irrigated  alfalfa  will  be  addressed  for 
dehydration  plants.  The  actual  production  based  on  crop  insurance  data  should  be  used  in  the 
calculation.  The  ASWPC  is  represented  on  Federal  Minister  of  Agriculture,  Ralph  Goodale’s 
committee  of  farm  leaders  who  are  giving  input  on  how  the  payment  should  be  made. 

The  Alberta  Soft  Wheat  Producers  Commission  expresses  appreciation  for  the 
opportunity  to  opt  out  of  GRIP  without  penalty  before  April  30,  1995.  It  was  a goal  the 
Commission  worked  hard  to  achieve.  The  Commission  is  certain  that  if  any  or  all  of  the  GRIP 
issues  are  successfully  concluded,  Board  input  was  instrumental  in  accomplishing  this  end. 


The  ASWPC  met  with  the  Canadian  Wheat 
Board  (CWB)  in  April  to  negotiate  the  new  contracts  for 
the  1994-95  crop  year.  It  asked  for  and  received  a low 
protein  premium  that  some  producers  are  now  getting. 
The  Commission  wants  to  ensure  that  the  marketplace 
is  actually  returning  low  protein  premiums  and  that 
they  are  not  being  filtered  away  from  the  regular  soft 
wheat  price.  ASWPC  is  now  asking  the  CWB  to  pay 
producers  at  the  elevator  for  low  protein  instead  of 
unload  at  tide  water.  This  would  help  many  producers 
who  are  not  sure  what  is  in  their  bins. 


Alberta  Soft  Wheat 
Producers  Commission 
Revenues  and  Expenses 
July  31,  1994 

1993  - 1994 

Total  Revenue 
$ 147,782  $ 130,732 

Total  Expenses 
$ 159,206  $ 145,519 

Net  Revenue 
$(11,424)  $(14,787) 

Source:  Alberta  Soft  Wheat  Producers 
Commission  Annual  Report 
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Alberta  Winter  Wheat 
Producers  Commission 


Production 

(thousands  of  tonnes) 

200 1 


150 


100 


0 

89  90  91  92  93 

Source:  Alberta  Agriculture  Market 
Analysis  and  Statistics  Branch 


rT*  1 he  harvest  of  1 994  was  colourful.  Combine  hoppers  were  full  of  wheat  of  the  right  colour. 
After  two  successive  years  of  bleached  and  frosted  samples,  it  was  satisfying  to  harvest 
No.  1 quality. 

In  Southern  Alberta,  winter  wheats  easily  maintained  their  15-20  per  cent  yield 
advantage  over  spring  varieties.  The  Readymade  was  very  uniform  and  ideal  for  straight 
cutting.  Kestrel  also  performed  very  well  in  this  district. 

Protein  levels  in  all  wheats  are  varied  this  year  but  generally  lower  than  expected 
after  a hot  dry  summer.  Readymade  growers  should  be  sure  to  ask  for  a protein  test  to  be 
eligible  for  a premium  for  Readymade  testing  of  1 1 .5  per  cent  protein  or  better.  The  level 
of  premium  is  not  known  yet,  but  it  will  be  included  in  the  final  payment.  Protein  pricing 
for  all  winter  wheats  will  be  in  effect  for  the  1994-95  crop  year. 


Alberta  Winter  Wheat 
Producers  Commission 

Revenues  and  Expenses 
July  31,  1994 
1992/93  - 1993/94 

Total  Revenue 
$ 39,852  $ 49,809 


The  Alberta  Winter  Wheat  Producers  Commission  (AWWPC)  has  worked  hard  to 
establish  that  winter  wheat  producers  be  paid  for  quality  produced.  Canadian  Wheat  Board 
Commissioner,  Ken  Beswick,  has  been  very  supportive.  It  is  a step  in  the  right  direction. 

A voluntary  levy  in  wheat  taken  by  the  CWB  level  commenced  January  1,  1995. 
It  will  provide  valuable  and  necessary  support  for  existing  plant  breeding  programs  at 
Agriculture  Canada  facilities  and  at  universities.  The  administration  of  the  new  funds  will 
be  the  responsibility  of  the  Western  Grains  Research  Foundation  which  has  broad 
representation  from  commodity  groups,  producer  associations  and  grain  companies. 


Total  Expenses 
$59,584  $ 29,398 

Net  Revenue 
$(19,732)  $20,411 

Source:  Alberta  Winter  Wheat 
Producers  Commission  Annual  Report 
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The  Research  and  Conservation  Committee  of  the  AWWPC  has  been  involved  in 
numerous  projects.  The  Alberta  Winter  Wheat  Producers  Commission  has  supported  and 
encouraged  these  projects  even  though  there  is  a shortage  of  funds.  The  Commission  has 
been  involved  in  the  following  projects:  varietal  research,  Russian  wheat  aphid  control, 
Downey  Brome  weed  control,  fertilizer  rate  and  placement  trials,  applied  research  through 
demonstration  plots  and  fields,  projects  to  demonstrate  and 
encourage  the  important  part  winter  wheat  plays  in  soil 
conservation,  and  testing  of  winter  wheat  by  the  distilling 
industry. 


Alberta  Farm  Value  - Winter  Wheat* 
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p - preliminary 

1 Estimate  based  on  production  estimates  provided  by  AWWPC  and  CWB  prices. 

Winter  Wheat  initial  CWB  prices  are  weighted  averages  based  on  Alberta  Wheat  Pool 
distribution  of  grades  excluding  feed. 

Source:  Market  Analysis  and  Statistics  Branch,  Alberta  Agriculture,  Food  and  Rural 
Development 


As  reported  at  the  last  annual  meeting,  Palliser 
Distillers  agreed  to  test  run  500  tonnes  of  winter  wheat  for 
distilling  purposes.  This  has  been  done  with  very  good 
results  reported. 

The  Germinator,  the  Commission  newsletter  is 
published  four  times  a year.  Bryan  Noble,  Sharol  Siewert 
and  Bob  Simmons  do  an  excellent  job  of  compiling  timely 
and  interesting  articles  while  maintaining  a balance  with 
advertising  that  allows  the  Commission  to  produce  the 
Germinator  at  virtually  no  cost  to  the  Commission.  Board 
members  welcome  any  comments  producers  may  have  on 
this  publication. 
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Potato  Growers  of  Alberta 


'T'he  1994  growing  season  in  Alberta  was  kind  to  almost  everyone.  After  two  years  of  cool,  wet  weather  in  the  south  and 
dry  conditions  in  the  north,  this  year’s  more  typical  weather  was  a welcome  relief.  The  total  acreage  planted  in  Alberta 
according  to  PGA  planting  records  was  26,460  acres,  an  increase  of  just  under  1,400  acres  or  5.5  per  cent.  However, 
all  of  that  increase  is  in  the  seed  acreage  which  jumped  from  5,800  in  1993  to  7,400  this  year  - an  increase  of  28.5  per  cent. 
The  acreage  planted  for  the  fresh  and  process  markets  remained  virtually  unchanged. 


A very  successful  Potato  Association  of  America  (PAA)  annual  meeting  was  held  in  Calgary  in  1 994.  The  gathering 
was  an  opportunity  to  showcase  the  local  industry  and  the  PGA  brought  Alberta’s  viable  and  active  potato  industry  to  the 
attention  of  all  the  delegates. 


In  1991  an  Alberta  Seed  Potato  Growers  Association  (ASPGA)  delegation  travelled  to  Mexico  to  visit  what  was 
then  a possible  market  for  Alberta  seed  potatoes.  In  the  past,  political/phytosanitary  border  restrictions  have  prevented  the 
shipment  of  Canadian  seed  potatoes  into  Mexico.  It  is  hoped  that  internal  pressure  along  with  external  NAFTA  type  pressure 
will  resolve  the  current  situation  and  that  seed  potatoes  from  Alberta  will  be  on  their  way  to  Mexico  in  the  not  so  distant 
future.  As  a result  of  increased  interest  by  the  Mexicans,  the  ASPGA  led  another  successful  seed  mission  to  Mexico  in 

January  1995. 


As  a consequence  of  potato  industry  involvement  in  the  mission  to  Mexico,  the 
announcement  was  made  of  a 20  per  cent  expansion  in  the  Y ork  Farms  plant  in  Lethbridge. 
Following  this  announcement,  the  PGA  became  involved  with  the  Honourable  Walter 
Paszkowski,  Minister  of  Alberta  Agriculture,  Food  and  Rural  Development  and  the 
Agricultural  Committee  of  the  Legislature  to  direct  the  attention  of  MLAs  to  the  need  for 
their  additional  involvement  and  enthusiasm  for  priorizing  Alberta’s  potato  industry.  This 
would  provide  for  needs  of  the  growers  and  encourage  industry  growth. 


Potato  Growers 
of  Alberta 

Revenues  and  Expenses 
July  31,  1994 
1993  - 1994 

Total  Revenue 
$ 445,790  $ 508,920 


Total  Expenses 
$ 445,739  $490,718 

Net  Revenue 
$ 51  $ 18,202 

Source:  Potato  Growers  of  Alberta 
Annual  Report 


The  PGA  Directors  have  approved  a three-year  marketing  plan.  The  Potato  Growers 
of  Alberta  recognized  the  need  to  be  involved  at  the  retail  level  with  Kraft-General  Foods 
in  the  promotion  of  their  current  product,  Shake  and  Bake  for  Perfect  Potatoes.  At  the  same 
time,  the  PGA  has  encouraged  all  the  packers  to  be  involved  in  marketing  the  product  and 
has  asked  the  wholesalers  to  sell  more  Alberta  quality  potatoes. 


Other  activities  of  the  PGA  have  included: 
discussions  with  Alberta  Agriculture,  Food  and  Rural 
Development  in  an  effort  to  enhance  NISA  and  the 
Safety  Net,  the  PGA  cooperated  with  Alberta 
Agriculture,  Food  and  Rural  Development  to  undertake 
a late  blight  blitz  and  an  on-going  national  late  blight 
study  for  the  next  three  years  and  cooperation  and 
involvement  with  the  processing  industry  in  the 
investigation  of  computer  programs  for  integrated 
potato  management. 


15 


Alberta  Pulse  Growers  Commission 


general,  the  pulse  crops  across  the  province  produced  good  yields  and  quality.  In  particular,  the  bean  producers  in 
the  south,  after  two  consecutive  years  of  poor  quality  and  yield,  experienced  an  above  average  yield  and  quality  and 
are  also  looking  at  strong  prices.  Some  areas  of  the  province  were  not  as  fortunate  as  others  but  farmers  know  how 
fickle  Mother  Nature  can  be. 

With  the  conclusion  of  the  GATT  and  the  implementation  of  NAFTA  and  the  FTA  with  the  United  States, 
producers  and  industry  as  a whole  are  faced  with  the  challenge  of  competing  under  new  rules  and  regulations  as  set  out  in 
these  agreements.  It  is  up  to  producers  to  adjust  to  this  atmosphere.  Another  challenge  will  be  to  address  some  internal 
problems  such  as  the  increasing  costs  of  inputs;  a problem  which  producers  have  had  to  face  during  the  past  several  years. 

Research  is  a high  priority  of  the  Alberta  Pulse  Growers  Commission  and  the  current  agronomic  priorities  include: 

promotion  of  the  testing  and  registry  of  improved  varieties,  methods  of  better  weed  control, 
encouragement  of  research  to  improve  yield  and  production  efficiencies  in  Alberta  pulse 
crops,  fertility,  seeding  method  and  density,  disease  control  and  encouragement  of  research 
that  will  prove  and  demonstrate  the  value  of  pulses  in  crop  rotations. 

Results  can  be  seen  in  the  registering  of  over  15  new  pea  varieties  in  the  last  two  years. 
Weed  control  is  a high  priority  in  pulses.  Dr.  Harker  has  been  working  on  solutions  for 
Alberta,  along  with  Bob  Blackshaw  at  the  Agriculture  Canada  Research  Station  in 
Lethbridge.  The  Commission  has  supported  their  efforts  and  has  already  seen  improved 
alternatives  with  less  crop  damage.  Licensing  of  Pursuit,  which  the  Commission 
supported,  will  certainly  help  black  soil  producers. 

Fertility  in  pulse  crops  has  always  been  a contentious  subject.  Some  producers  support 
the  addition  of  nitrogen  while  others  say  it  lowers  crop  yields  and  part  of  the  advantage  of 
pulse  cropping  is  lost.  Ross  MacKenzie  has  begun  work  on  bean  and  pea  fertility  this  year 
with  Commission  funding  support.  This  work  is  overdue  because  of  the  costs  of  lost 
production  when  nitrogen  is  added  to  pulse  crops.  His  1994  work  was  done  mostly  in  the 
south  of  the  province  and  has  been  expanded  to  the  north  in  1995. 


Disease  has  almost  eliminated  pulses  as  an  economic 
crop  in  several  world  production  zones.  Dr.  Sheau-Fang 
Hwang  and  Dr.  Ron  Howard  are  working  to  prevent  this  from 
happening  in  Alberta.  Root  rot,  damping  off  and  ascochyta  are 
the  main  culprits.  These  researchers,  who  the  Commission 
financially  assists,  are  assessing  damage  trigger  points,  control 
methods  and  availability  of  genetic  resistance.  It  is  a 
preventative  measure  that  must  be  continued  or  we  pay  the 
price  as  Sweden,  Germany  and  Holland  have  done  when 
production  plummeted.  A main  benefit  of  pulse  production  is 
the  yield  boost  to  other  crops  in  the  rotation.  This  is  partially 
due  to  disease  reduction  but  is  also  a factor  of  the  pulse  crop's 
ability  to  produce  most  of  its  own  nitrogen  requirements. 


Alberta  Farm  Cash  Receipts  - Pulses 
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Alberta  Agriculture  Specialty  Crops  Survey,  1991  - 1993 
p*  - preliminary  based  on  industry  consensus 


Alberta  Pulse  Growers 
Commission 

Revenues  and  Expenses 
July  31,  1994 

1993  - 1994 

Total  Revenue 
$ 198,689  $ 286,856 

Total  Expenses 
S 207,962  $ 150,175 

Net  Revenue 
$(9,273)  $ 136,681 

Source:  Alberta  Pulse  Growers 
Commission  Annual  Report 
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Alberta  Sugar  Beet  Growers' 

Marketing  Board 

A Lberta  sugar  beet  growers  celebrated  their  70th  anniversary  in  1994.  The  organization 
1 ^existed  as  an  association  from  1924  until  June  29,  1983  when  it  was  established  as 
a marketing  board  by  an  Order-in-Council.  Its  long  history  confirms  that  the  sugar 
beet  industry  in  Alberta  is  among  the  most  productive  and  competitive  in  the  world.  The 
past  year  was  an  excellent  one  from  a production  standpoint.  Processing  of  a record 
737,774  tonnes  of  sugar  beet  resulted  in  the  refining  of  102,522  tonnes  of  sugar. 

Ongoing  research  carried  out  through  a jointly  funded  grower/Alberta  Sugar 
Company  research  committee  enabled  the  Board  to  continue  its  mandate  of  improving 
and  increasing  the  production  of  sugar  beets.  Additional  funding  was  received  from 
Canada- Alberta  Environmentally  Sustainable  Agriculture  in  1994.  The  grant  was  used 
for  research,  development  of  improved  machinery,  and  co-sponsorship  of  a very  successful 
irrigation  seminar.  Environmental  research  into  minimum  tillage,  reduced  soil 
degradation,  and  decreased  fertilizer,  pesticide  and  herbicide  requirements  continued  to 
receive  top  priority. 

Trade  was  at  the  forefront  of  grower  concerns  in  1994.  A serious  and  ongoing 
threat  to  the  industry  came  from  the  United  States  in  the  form  of  import  restrictions  on 
Canadian  sugar  and  sugar  containing  products.  While  the  U.S.  drastically  slashed 
import  levels  as  of  January  1,  1995,  they  continue  to  have  free  and  open  access  to 
Canadian  markets.  This  is  not  fair  or  free  trade.  The  U.S.  intention  to  impose  a refined 
sugar  global  import  quota  of  22,000  tonnes  on  October  1,  1995  will  have  disastrous 
effects  on  the  industry  in  Canada.  A major  focus  of  the  Board  has  been  increasing  the 
profile  of  this  issue  to  elected  representatives  and  other  officials  in  an  effort  to  find  an 
acceptable  solution  to  the  problem.  Talks  between  Canada  and  the  U.S.  have  now  begun. 
It  is  imperative  that  the  situation  be  resolved  quickly,  to  ensure  a level  playing  field  and 
sound  trade  policy  for  the  future. 


Establishing  a long  term  vision  for  the  sugar  beet  industry  has  always  been  of 
great  interest  to  producers.  Under  direction  received  from  delegates  to  the  1 994  Annual 
Meeting,  the  Board  was  able  to  begin  working  toward  that 
goal.  A plan  made  up  of  the  following  components  was 
initiated:  to  study  the  feasibility  of  building  a grower 
owned  and  operated  processing  facility  to  research  non- 
food uses  of  sugar,  to  study  ways  of  increasing  the  value 
for  sugar  and  sugar  beet  by-products;  to  study  the 
feasibility  of  building  and  operating  a sugar  products 
blending  plant;  and  to  identify  areas  of  waste  in  processing. 


With  the  knowledge  and  information  gained  from 
these  studies,  viable  options  for  the  future  maybe  identified 
that  will  ensure  the  long  term  survivability  of  the  sugar  beet 
industry  in  Alberta. 
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Source:  Alberta  Sugar  Beet  Growers' 
Annual  Report 


Alberta  Sugar  Beet 
Growers'  Marketing 
Board 

Revenues  and  Expenses 
December  31,  1994 

1993  - 1994 

Total  Revenue 
$ 342,510  $ 443,755 

Total  Expenses 
$ 292,703  $ 361,579 

Net  Revenue 
$49,807  $82,176 

Source:  Alberta  Sugar  Beet  Growers' 
Marketing  Board  Annual  Report 
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Alberta  Vegetable  Growers' 
Marketing  Board 


1994  the  Alberta  Vegetable  Growers’  Marketing  Board  (AVGMB)  held  regular  board  meetings,  several  special 
meetings  and  five  negotiating  meetings.  Negotiations  were  conducted  by  the  Industry  Advisory  Committee  which 
consisted  of  three  Board  representatives  and  three  processor  representatives.  During  the  discussions  all  board 
members  participate  as  do  the  field  staff  from  Lucerne  Foods  Ltd.  This  year  we  were  able  to  negotiate  some  price  increases 
in  all  crops. 

Alberta  Economic  Development  and  Tourism  commissioned  a study  of  the  potential  to  develop  the  processing 
industry  in  the  province.  One  of  the  major  conclusions  in  the  report  is  that  Alberta  is  the  best  location  for  development 
of  processing  in  western  North  America  with  Oregon  coming  in  second.  Since  this  meeting,  interested  boards  and 
businesses  were  asked  to  donate  $1,000  each  to  reach  a goal  of  $10,000.  These  funds  will  then  be  matched  by  the  City  of 
Lethbridge.  The  money  will  be  used  to  develop  ideas  and  strategies  for  attracting  processors 
to  southern  Alberta.  The  Alberta  Vegetable  Growers'  Marketing  Board  contributed  $ 1 ,000 
toward  this  project. 

The  Alberta  Horticultural  Industry  Survey  Report,  in  which  most  of  the  growers  were 
involved,  has  now  been  completed.  The  Council  of  Alberta  Horticultural  Industries  (CAHI) 
commissioned  this  province-wide  survey  to  collect  basic  information  and  data  on  each 
sector  of  the  horticultural  industry  to  reveal  the  true  size  and  economic  importance  of 
horticulture  in  Alberta’s  agricultural  industry.  The  gross  sales  value  of  Alberta’s 
horticultural  industry  in  1993  was  $162.6  million  and  the  resulting  economic  impact  of  the 
industry  was  $222.3  million. 

In  December  1994,  the  Board  met  with  representatives  of  Lipkey  Fine  Foods  of 
Brooks  who  are  currently  building  a processing  plant  in  Brooks.  Plans  are  to  make  Chinese 
vegetable  mixes  in  packages  of  frozen,  shelf-stable  (modified  atmosphere  packaging)  and 
refrigerated.  Food  processing  in  1995  will  likely  be  minimal.  They  wish  to  contract  with 
growers  near  Brooks  or  anywhere  in  southern  Alberta  for  assorted  vegetables.  Acreages 
for  each  grower  will  likely  be  small  as  most  of  these  crops  are  very  labour  intensive  (hand 
harvesting).  During  full  production,  in  four  to  five  years,  they  hope  to  employ  40  people. 


The  European  Com  Borer  was  once  again 
monitored  by  a technician  hired  with  funds  from  the 
Com  By-Pass  Fund  (equal  contributions  from  the 
growers  and  the  Processor).  The  monitoring  helped 
determine  the  peak  moth  flight  and  assisted  growers 
in  the  timing  of  application  of  chemical  control. 


During  1994  the  Processor  made  good 
attempts  at  supplying  Safeway  with  fresh  green  and 
wax  beans,  as  well  as  fresh  com.  They  will  be 
pursuing  these  items  again  in  1995.  At  the  time  of 
writing,  1995  seeding  intentions  remain  positive. 


Alberta  Vegetable 
Growers'  Marketing 
Board 

Revenues  and  Expenses 
December  31,  1994 

1993  - 1994 

Total  Revenue 
$ 58,068  $ 77,973 

Total  Expenses 
$ 50,588  $ 49,650 

Net  Revenue* 

$ 7,479  $ 28,322 

Source:  Alberta  Vegetable  Growers' 
Marketing  Board  Income  Statement 
* 1 993  figure  reflects  change  from 
cash  to  accrual  accounting  basis 
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Alberta  Fresh  Vegetable 
Marketing  Board 


T he  Alberta  Fresh  Vegetable  Marketing  Board  had  a busy  year.  Alberta  producers  understandably  regard  the  within 
A Alberta  market  as  the  prime  market  for  their  product  and,  although  record  sales  of  $10.6  million  were  achieved,  that 
only  represents  $4  per  Albertan.  In  order  to  properly  assess  the  size  of  the  within  province  market,  Equus  Consulting 
Inc.  has  been  contracted  to  survey  month-by-month  volume  and  value  of  11  fresh  vegetables  purchased  by  Alberta 
wholesalers. 

The  Board  has  taken  several  other  initiatives  related  to  market  development  and  technology  transfer.  These 
included  a growers  workshop  held  in  Calgary  and  organizing  and  funding  a conference  held  under  the  auspices  of  the 
Lethbridge  Chamber  of  Commerce  to  promote  the  potential  for  processing  described  in  a major  report  commissioned  by 
Alberta  Economic  Development  from  KPMG  with  Brian  Dumsday  as  author.  This  has  resulted  in  the  formation  of  the 
Southern  Alberta  Food  Processing  Initiative  Consortium  (SAFPIC)  including  industry,  industrial,  municipal,  provincial 
and  federal  representation.  After  a growers  study  tour  to  Israel  and  Spain,  a combined  report  by  each  of  the  participants 
was  distributed  to  all  producers  and  others.  An  interest  in  joint  research  with  Canada  was  expressed  by  Dr.  Beni  Aloni, 
Head  of  Horticultural  Research  in  Israel  and  has  been  forwarded  to  the  Minister. 

In  the  last  eighteen  months,  the  Board  introduced  two  management  programs  for 
producers.  The  weekly  individual  producer  marketing  performance  report  provides 
comparative  figures  with  that  producer’s  average  price,  industry  average,  market  high  and 
low  and  the  gross  gain  or  loss  for  that  producer.  The  second  program  is  “ProfiTables,”  a 
costing  system  designed  for  the  Board  which  enables  the  producer  to  calculate  the  costs  of 
production  to  point  of  harvest  and  then  the  ‘break  even’  cost  per  unit  of  product  delivered. 

An  additional  service  will  now  be  offered:  an  annual  account  summary.  The  summary 
provided  at  the  end  of  the  producer’s  crop  year,  will  provide  the  number  of  units  of  each  size 
of  each  product  with  totals  for  each  buyer  and  gross  values.  All  these  services  have  been 
introduced  without  charge  to  producers. 

The  Board  recognizes  the  invaluable  support  given  by  the  federal  programs  CAFDI, 
FSAM  I and  FSAM  II  for  these  initiatives.  In  June  1994,  the  Board  established  a research 
and  development  fund.  It  has  supported  work  done  at  the  ASC  & HRC  by  Mr.  Rudy  Esau 
for  the  minor  use  of  sethoxydin  on  broccoli,  work  carried  out 
by  Dr.  Yumiko  Hoyana  of  Alberta  Agriculture  Food  Quality 
Branch  and  work  to  be  carried  out  on  the  modified  atmosphere 
packing  of  fresh  vegetables  by  Dr.  Janet  Panford  and  colleagues 
at  ASC  & HRC.  Although  the  latter  does  not  lie  within  the 
direct  mandate  of  the  Board,  it  holds  potential  for  the  industry. 


Two  years  ago,  the  Board  initiated  the  formation  of  the 
Council  of  Alberta  Horticultural  Industries  (CAHI).  This  has  led 
to  new  and  improved  levels  of  cooperation  in  the  horticultural 
industry  of  Alberta.  CAHI  has  now  become  part  of  a joint 
‘Horticulture  Product  Team’  with  Department  staff.  One  of  the 
important  consequences  for  fresh  vegetable  producers  has  been 
crop  insurance  for  six  additional  crops  to  the  current  five,  and  a 
tacit  agreement  of  insurance  for  additional  crops  when  acreage 
of  the  crop  totals  100  acres.  This  emphasizes  the  need  for  all 
growers  to  register  proper  acreages  in  the  common  interest. 


Alberta  Fresh  Vegetable 
Marketing  Board 

Revenues  and  Expenses 
May  31,1994 

1993  - 1994 

Total  Revenues 
$ 220,610  $262,235 

Total  Expenses 
$ 180,555  $ 202,348 

Net  Revenue 
$ 40,055  $ 59,887 

Source:  Alberta  Fresh  Vegetable 
Marketing  Board  Annual  Report 
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Alberta  Chicken  Producers 


Alberta  Chicken 
Producers 

Revenues  and  Expenses 
August  31,1994 


1993 


1994 


Total  Revenues 
$ 759,346  $ 1,009,752 

Total  Expenses 
$ 678,747  $ 680,075 


$ 


Net  Revenue 
80,599  $ 329,677* 


* Does  not  include  CCMA  over 
production  penalties  or  refunds 
Source:  Alberta  Chicken  Producers 
Annual  Report 


Value  of  Chicken  and 

Stewing  Hens  in  Alberta 

1 1990 

$ 84,154,000 
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1994 
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\ q a result  of  input  received  from  producers  at  our  last  annual  meeting,  the  Board 
developed  a number  of  options  with  regard  to  how  small  plant  quota,  new  entrants 
and  cycle  length  should  be  addressed  in  the  future.  This  was  followed  by  four 
regional  meetings  in  the  province.  Producers  turned  out  in  large  numbers  and 
gave  clear  direction  to  the  Board  regarding  these  matters. 

A proposed  amendment  to  the  regulation  regarding  small  flat  base  quota  was 
approved  by  producers  at  the  March  2,  1994  information  meeting.  This  amendment 
converted  small  plant  base  quota  to  that  of  base  quota  and  at  the  same  time  released  small 
plant  base  quota  holders  from  the  requirements  of  shipping  to  a designated  plant. 

Alberta  Chicken  Producers  contributed  $8,000  to  the  University  of  Alberta’s 
Poultry  Research  Centre.  These  funds,  together  with  grants  from  the  other  feather  boards 
and  a grant  of  $ 1 85,000  from  Alberta  Agriculture,  Food  and  Rural  Development  have  been 
used  for  the  operation  costs  of  the  Poultry  Research  Centre.  The  Board  has  been  advised 
that  government  will  be  reducing  their  grant  to  below  $ 1 50,000  and  will  eliminate  the  grant 
entirely  if  the  commodity  boards  do  not  provide  at  least  1/10  of  1 per  cent  of  their  farm  gate 
value  of  their  commodity  for  research  grants.  Recommendations  concerning  this  issue  will 
be  made  to  producers  as  part  of  the  1994/95  budget  presentation. 

The  1993/94  year  marked  the  third  year  of  the  Board’s  promotional  campaign.  A 
variety  of  activities  took  place  over  the  year  to  raise  consumer  awareness  about  Alberta 
chicken  and  to  increase  chicken  sales.  Some  of  these  activities  were:  a labelling  program, 
advertising  on  radio  and  billboards,  television  recipe  demonstrations,  recipe  brochures  and 
books,  education  programs  in  elementary  schools,  a continued  membership  with  the 
Alberta  Food  Processors  Association,  sitting  on  the  steering  committee  for  an  Alberta 

Agriculture  food  tabloid,  “Enjoy  Eating  Alberta’s 
Best”  promotional  materials,  an  in-store  promotion 
with  Canadian  Chicken  Marketing  Agency 
involvement,  and  a public  opinion  survey  to  assess 
the  impact  of  the  year’s  promotional  program. 


Total  Alberta  Chicken  Production 
Cornish,  Roaster  and  Broiler 


1993 


1994 


In  the  past  number  of  years  the  industry  has 
faced  uncertainty  due  to  GATT  and  NAFTA,  during 
which  time  it  was  difficult  to  look  too  far  into  the 
future.  Agreements  on  both  trade  issues  last  winter 
provided  some  sense  of  direction  for  the  next  five 
years.  The  Board  decided  to  address  how  the 
industry  might  adjust  to  the  new  realities  facing  it. 
A committee  was  formed  to  develop  a plan  with 
input  from  the  Industry  Advisory  Committee.  A 
subcommittee  worked  on  technicalities.  The  biggest 
challenge  is  just  starting  as  the  whole  industry 
works  together  to  determine  its  future. 
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Alberta  Turkey  Growers 
Marketing  Board 


A /T  embers  of  the  Alberta  Turkey  Growers  Marketing  Board  have  plotted  a new  course  for  the  Board  to  follow  over  the  next 
▼ A five  years.  Current  events  at  the  national  level  will  force  the  Board  to  further  refine  the  operation  of  the  Alberta  quota 
system.  Processors  continue  to  work  closely  with  the  Board  in  plotting  the  direction  of  the  Alberta  turkey  industry.  The 
Board  and  Alberta’s  major  poultry  processors  work  together  to  ensure  that  the  Alberta  turkey  industry  remains  viable. 

Minor  quota  increases  over  the  year  indicate  steady  growth  in  the  turkey  industry.  The  industry’s  objective  of  five 
per  cent  growth  per  year  is  achievable  by  supporting  the  aggressive  marketing  being  undertaken  by  provincial  boards,  the 
Canadian  Turkey  Marketing  Agency  and  processors.  Regulations  and  policies  which  allow  for  the  transfer  of  quota  without 
production  facilities  have  helped  facilitate  the  orderly  transfer  of  production  to  young,  innovative  producers.  Internationally, 
Canada  has  begun  the  task  of  ensuring  its  domestic  rules  are  in  line  with  the  GATT.  The  federal  government  continues 
to  strongly  support  orderly  marketing.  Recent  task  force  reports  show  that  the  industries  operating  under  supply 
management  have  more  work  to  do  to  ensure  they  will  be  profitable  and  viable  into  the  next  century. 

Promotional  activities  in  1 994  continued  to  focus  on  using  turkey  parts  and  positioning 
turkey  as  a year  round  meal  choice.  During  the  year,  new  ideas  were  generated,  larger 
audiences  were  targeted  and  a greater  understanding  of  the  industry  was  created.  At  all 
promotions,  consumers  were  eager  to  try  the  turkey  samples  and,  in  general,  they  consider 
turkey  a lean  alternative  to  other  meats.  In  conjunction  with  the  Canadian  Turkey 
Marketing  Agency ’s  national  promotion,  the  Alberta  Board  launched  an  exciting  awareness 
campaign  to  get  residents  of  Calgary  and  Edmonton  to  choose  turkey.  The  goal  was  to 
increase  consumer  awareness  of  turkey  for  the  barbecue.  The  Board  designated  June  as 
“Turkey  Month”  and  in-store  demonstrations  featuring  turkey  on  the  barbecue  took  place 
in  42  stores  in  June  and  3 1 stores  in  August.  The  brochure  “Lean  on  Turkey  - A Great  Taste 
for  Summer”  was  distributed  during  the  demonstrations. 

Last  year  the  Board  announced  the  establishment  of  a Turkey  Research  Scholarship 
in  support  of  graduate  research  relating  to  increasing  the  productivity  of  turkey.  In 
recognition  of  his  many  years  of  service  to  the  industry,  the  Board  named  the  scholarship 
the  Don  Potter  Memorial  Turkey  Research  Scholarship.  The  directors  of  the  Alberta 
Turkey  Growers  Marketing  Board  were  pleased  to  present  the  first  turkey  research 
scholarship  to  Mr.  Robert  Renema.  Mr.  Renema’s  work  focused  on  understanding  and 

enhancing  reproductive  potential. 


During  the  summer,  the  provincial 
government  announced  that  because  of  cutbacks, 
all  commodity  groups  would  be  expected  to  support 
research  and  supply  ongoing  infrastructure 
maintenance.  The  Alberta  Turkey  Growers 
Marketing  Board  realizes  it  has  a responsibility  to 
support  research  at  the  University  of  Alberta  and  is 
prepared  to  contribute  its  share  of  funding  in  order 
to  maintain  the  current  level  of  research.  Additional 
funding  was  allocated  to  meet  the  Board’s 
obligations  to  the  Poultry  Centre. 
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Alberta  Turkey  Growers 
Marketing  Board 
Revenues  and  Expenses 
December  31,  1994 

1993  - 1994 

Total  Revenue 
$ 302,146  $ 294,711 

Total  Expenses 
$ 275,509  $ 276,036 

Net  Revenue 
$ 26,637  $ 18,675 

Source:  Alberta  Turkey  Growers 
Marketing  Board  Annual  Report 
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Alberta  Egg  Producers  Board 


rP  he  Alberta  Egg  Producers  Board  entered  1 994  with  resolve  to  settle  outstanding  issues  facing  the  egg  industry  now  that 
the  GATT  negotiations  have  come  to  an  end.  The  year  was  a turning  point  for  the  egg  industry.  Board  energies  were 
focused  on  developing  an  agreement  which  would  guide  the  direction  of  supply  management  for  the  next  five  years. 
The  Federal  Minister  of  Agriculture  established  a Federal/Provincial  Task  Force  on  Orderly  Marketing.  The  overall  goal 
of  the  task  force  was  to  ensure  the  viability  of  the  dairy,  poultry  and  egg  industries,  promote  growth,  and  consistently  move 
towards  enhanced  competitiveness.  Each  industry  sector  established  its  own  committee  to  discuss  and  resolve  issues.  The  work 
of  the  Sectorial  Advisory  Group  for  Eggs  (SAGE)  was  to  reach  consensus  on  industry  issues  identified  by  the  task  force. 

In  1994,  the  Board  began  with  a national  industrial  product  removal  system.  The  Canadian  Egg  Marketing 
Agency  (CEMA)  paid  Alberta  the  cost  of  production  price  adjusted  for  seasonal  pricing  plus  a four  cent  handling  fee  for 
industrial  product. 


In  1993  Alberta  had  an  industrial  product  account  administered  by  CEMA  to  fund 
the  cost  of  surplus  removal  up  to  1 5 per  cent  of  provincial  gradings.  At  the  end  of  that  year, 
the  balance  of  this  account  was  a surplus  of  $435,000  and  the  Board  chose  to  return  this  to 
Alberta  producers  by  reducing  the  1 994  levy  paid  by  half  a cent. 

The  Canadian  Egg  Marketing  Agency  operated  the  first  National  Quota  Exchange 
on  May  16,  1994  with  three  provinces  participating.  Although  having  some  reservations 
with  how  the  exchange  was  to  operate,  directors  approved  full  participation  by  Alberta 
producers.  As  a result  of  the  exchange,  a total  of  14,772  quota  units  were  sold  reducing 
Alberta’s  allocation  by  approximately  1 per  cent. 

Disappointed  by  the  results  and  lack  of  total  provincial  support  for  the  National 
Quota  Exchange,  it  was  decided  to  withdraw  Alberta’s  support  of  the  program.  It  was  felt 
that  to  achieve  the  goals  of  allowing  interprovincial  movement  of  eggs  and  to  prevent  pro 
rata  cutbacks,  all  provinces  as  well  as  CEMA  needed  to  participate  in  the  exchange. 


The  Canadian  Egg  Marketing  Agency 
and  the  provincial  boards  share  common 
objectives  for  marketing  programs.  Those 
objectives  are  to  increase  consumption  and  build 
positive  attitudes  towards  eggs.  Advertising 
messages  and  resources  developed  for  health 
professionals  and  educators  position  eggs  as 
natural,  nutritious,  tasty,  quick  and  easy  to  prepare. 

In  Alberta,  we  chose  King  Boards,  the 
large  signs  on  the  sides  of  buses,  to  deliver  the 
message,  “If  You’ve  Got  Eggs,  You’ve  Got 
Dinner”.  The  design  on  the  bus  boards  was 
unique  because  the  egg  carton  was  raised  from 
the  board  to  give  a three  dimensional  effect. 
This  is  a new  technique  and  the  Alberta  Egg 
Producers  Board  was  the  first  to  use  it  in  Alberta. 


Alberta  Egg 
Producers  Board 
Revenues  and  Expenses 
December  31,  1994 
1993  - 1994 

Total  Revenue 
$ 796,120  $817,811 

Total  Expenses 
$718,165  $ 784,325 

Net  Revenue 
$ 77,955  $ 33,486 

Source:  Alberta  Egg  Producers 
Marketing  Board  Annual  Report 
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Alberta  Hatching  Egg 
Marketing  Board 


broad  range  of  issues  helped  shape  the  1994  agenda  for  the  Alberta  Hatching  Egg  Marketing  Board.  The  Board  dealt 
with  three  increases  in  quota  levels,  an  updated  survey  for  Cost  of  Production,  an  efficiency  study  for  Canadian  Broiler 
Hatching  Egg  Marketing  Board,  a regulation  change,  two  producer  only  meetings  and  several  meetings  with 
government  officials.  Other  activities  included  several  quota  transfers,  negotiating  meetings  with  industry,  continued 
membership  in  various  agricultural  organizations  and  attendance  at  many  other  meetings. 

The  Alberta  chicken  demand  for  1995  is  projected  to  be  about  12  per  cent  greater  than  it 
was  in  the  first  three  periods  of  1 994.  The  estimated  production  for  the  remainder  of  1 995  looks 
to  be  significantly  less  than  this  level.  Alberta’s  chicken  production  apppears  to  be  following 
the  Canadian  average.  The  Canadian  Broiler  Hatching  Egg  Marketing  Agency’s  preliminary 
allocations  is  based  on  a 5 per  cent  national  increase  over  1994.  This  allocation  may  be  a little 
bit  bold,  however,  Alberta  should  be  able  to  maintain  106  per  cent  production  throughout  1995 
to  meet  the  Alberta  hatching  egg  demand.  This  should  give  Alberta  66.7  million  broiler 
hatching  eggs  for  1995.  These  figures  should  allow  the  hatcheries  a utilization  of  approximately 
6.4  per  cent  imports.  Preliminaiy  calcutions  estimate  production  during  1994  at  approximately  60.5 
million  hatching  eggs.  The  1 995  demand  is  therefore  about  9 per  cent  greater  than  1 994  production. 

The  Board  hosted  two  producer  only  meetings  in  1994  to  provide  an  opportunity  for 
producers  to  discuss  amoungst  themselves  any  issues  of  interest  and/or  concern.  Both  meetings 
were  held  in  Red  Deer  on  February  28th  and  June  21st.  Method  of  Payment  was  one  item 
discussed  at  length.  Producers  approved  a motion  directing  the  Board  to  enter  into 
negotiations  with  hatcheries  on  the  proposed  Method  of  Payment  and  report  back  to  a future 
producer  meeting.  Through  another  motion,  the  Board  was 
asked  to  amend  its  regulation  to  allow  it  to  issue  permits  for 
research  purposes.  A further  motion  was  approved  directing 
the  Board  to  take  steps  to  change  legislation  to  allow  the  lease 
of  quota  to  existing  quota  holders.  A motion  carried  stated 
that  when  quota  is  over  100  per  cent,  the  increase  or  decrease 
of  birds  given  to  each  eligible  producer  will  each  be  allotted 
in  the  same  manner.  A second  motion  was  approved  that 
stated  quota  must  go  up  to  a maximum  of  1 1 0 per  cent  before 
issuing  new  quota. 


Early  in  1994  the  Board  agreed  upon  an  initiative  that 
would  facilitate  better  communications  and  cooperation 
between  the  hatching  egg  producers  and  the  hatcheries.  In 
addition  to  the  Advisory  meetings,  the  Alberta  Hatchery 
Association  was  given  notice  of  each  of  our  scheduled  Board 
meetings  in  order  for  them  to  attend  and  discuss  issues  of  concern. 
We  appreciate  the  input  that  was  offered  at  these  meetings  and 
continue  to  support  an  environment  of  open  consultations. 


Each  year  the  Board  supports  the  on-going  poultry 
research  at  the  University  of  Alberta  Poultry  Research  Centre. 
Last  year  the  University  requested  that  the  Board  consider 
increasing  its  level  of  funding  to  the  Centre.  This  issue  was 
addressed  and  it  was  decided  to  increase  the  contribution  to  the 
University  of  Alberta  Poultry  Research  Centre  to  $6000. 


Alberta  Hatching  Egg 
Marketing  Board 
Revenues  and  Expenses 
December  31,  1994 
1993  - 1994 

Total  Revenue 
$ 213,603  $ 268,594 

Total  Expenses 
$ 156,842  $ 174,707 

Net  Revenue 
$ 56,761  $ 93,887 

Source:  Alberta  Agricultural  Products 
Marketing  Council 
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Alberta  Sheep  and  Wool  Commission 


Alberta  Inventory  - Sheep 
January  1/95 

('000  head) 


Source:  Market  Analysis  and  Statistics 
Branch,  Alberta  Agriculture,  Food  and 
Rural  Development 


Sheep  and  Wool 
Commission 
Revenueand  Expenses 
August  31,1 994 
1993  - 1994 

Total  Revenue 
$ 442,304  $ 456,880 

Total  Expenses 
$ 457,768  $ 387,427 


T^\  uring  1 994  there  were  some  significant  changes  to  the  operation  of  the  Alberta  Sheep 
and  Wool  Commission.  After  almost  two  years  of  planning  and  revising  a strategy  for 
the  sheep  industry,  a strategic  plan  is  in  place.  The  contents  of  this  document  have  been 
released  in  a series  of  articles  in  Sheep  Footnotes  and  all  aspects  of  the  industry  have  been 
addressed. 

Last  year  the  Commission  helped  to  create  the  Alberta  Sheep  Industry  Task  Force 
whose  goal  was  to  set  forth  a number  of  industry  objectives.  Those  objectives  have  now  been 
created  and  published.  The  last  and  most  important  step  is  to  seek  input  directly  from 
producers  to  get  advice  on  the  goals  and  objectives  of  the  Strategic  Plan  as  well  as  what  they 
see  as  sheep  industry  priorities. 

The  Task  Force  has  also  begun  work  on  projects  such  as  the  Cost  of  Production 
Survey  and  some  ongoing  promotion  and  merchandising  programs.  All  of  these  projects 
require  some  lead  time  but  they  are  certainly  not  finalized  if  producers  indicate  differently. 
At  the  same  time  sheep  producers  are  being  asked  for  advice  on  what  direction  the  1995 
Sheep  Symposium  should  take. 

The  Canadian  Sheep  Federation  played  a role  in  lobbying  Ottawa  and  the 
Provincial  Government  to  terminate  the  lamb  section  of  the  National  Tripartite  Stabilization 
Program.  This  was  not  an  easy  decision  as  Tripartite  for  lambs  was  one  of  the  best 
stabilization  programs  in  a long  time.  While  it  was  not  perfect,  it  did  help  through  the  long 
slump  of  a few  years  ago.  The  early  termination  saved  both  governments  and  producers 
money  in  the  long  run.  The  Federation  is  involved  in  the  Safety  Net  talks  that  are  going  on 
presently  at  the  national  level. 


Net  Revenue 
$(15,464)  $ 69,453 

Source:  Alberta  Sheep  and  Wool 
Commission  Annual  Report 
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The  privatization  of  the  Record  of  Performance  is  another  issue  being  dealt  with 
by  the  Canadian  Sheep  Federation.  Agriculture  Canada  is  in  the  process  of  reducing 
funding  for  these  programs  to  a zero  level  and  is  asking  the  industry  to  take  them  over.  The 
Canadian  Sheep  Federation,  along  with  the  National  Sheep  Improvement  Board  and  the 

Canadian  Sheep  Breeders  Association  are  all  involved 
in  talks  with  Agriculture  Canada  to  achieve  this  end. 
The  new  genetic  improvement  program  will  be  based 
on  a computer  program  that  is  being  prepared  with 
input  from  the  industry.  The  need  for  this  genetic 
program  was  recognized  in  the  recommendations 
from  the  Canadian  Sheep  Federation  Strategic  Plan. 


Alberta  Farm  Cash  Receipts  - Sheep,  Lambs  and  Wool 
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“We  need  your  help  ” is  the  title  of  an  ad  that 
the  Alberta  Sheep  and  Wool  Commission  is  circulating 
at  zone  meetings.  Although  it  was  designed  for  a 
specific  project  it  probably  better  refers  to  a general 
request  for  a direction  for  the  sheep  industry  in  Alberta. 
While  it  is  always  trying  to  do  so,  this  year  the 
Commission  is  seeking  producer  input  more  than  ever 
in  order  to  guide  its  activities. 
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Alberta  Pork  Producers 
Development  Corporation 

T he  Alberta  Pork  Producers  Development  Corporation  (APPDC)  recognized  marketings 
of  slaughter  hogs  in  1994  was  2,043,462  head,  7.25  per  cent  less  than  1 993  ’s  volume 
of 2,203,125.  The  average  producer  pool  price  in  1994  was  $ 1.370/kg,  5.2  percent  less 
than  the  average  producer  pool  price  in  1 993  of  $ 1 .445/kg.  The  average  index  in  1 994  was 
105.65,  and  the  average  dressed  weight  was  82.83  kilograms.  In  1993,  the  average  index 
was  105.7  and  the  average  weight  was  81.1  kilograms.  In  1994,  79.72  per  cent  of  gradable 
hogs  were  equal  to  or  better  than  the  100  index.  In  1993,  76.9  per  cent  of  gradable  hogs 
were  in  this  range. 


The  APPDC,  Fletcher’s,  Gainers  and  the  Alberta  Government  have  formed  a Pork 
Industry  Planning  and  Development  Working  Group,  otherwise  known  as  the  Hog 
Expansion  Committee.  The  Working  Group  held  a symposium  on  November  7 and  8, 
1994  to  promote  the  potential  for  expansion  of  the  Alberta  hog  industry.  The  financial 
institutions  were  important  guests  at  the  symposium  in  order  to  make  them  aware  of  the 
potential  of  the  industry. 


In  January  of  1994,  the  APPDC,  Fletcher’s  and  Gainers  sent  a team  to  assess  the 
potential  of  the  Mexican  market  for  Alberta  pork  products.  The  team  concluded  that  the 
Mexican  industry  will  be  aggressively  developed  by  large  American  interests.  The  potential 
for  Alberta  export  growth  is  there,  however,  as  pork  consumption  is  expected  to  increase 
from  9 to  14  kilograms  per  person  in  the  next  five  years. 


The  team’s  report  on  the  Mexican  market  also  concluded  that  aggressive  Alberta 
companies  that  can  supply  and  deliver  quality  fresh  and  frozen  pork  products  will  find  the 
Mexican  market  quite  profitable.  Alberta  must  maintain  the  high  quality  image  that  they 
currently  have  in  order  to  exploit  niche  marketing  opportunities  for  value  based  and  value- 
added  pork  products. 

The  latest  round  of  GATT  negotiations  were  concluded  in  1994.  The  agreement, 
which  will  come  into  force  on  July  1 , 1995  will  allow  the  Canadian  pork  industry  increased 
access  to  international  markets.  The  agreement  limits  domestic  export  subsidy  programs, 
allows  for  the  coordination  of  technical  regulations  and  has  a 
provision  for  a dispute  mechanism. 


The  Bi-National  Appeal  Panel  conducting  a review  of 
the  Canadian  appeal  of  the  live  swine  countervail  for  the  period 
of  1989/90  upheld  the  U.S.  determination  that  the  duty  rate  was 
to  be  $0. 927/pound.  As  this  duty  rate  was  larger  than  the  duty 
at  the  border  in  the  1989/90  period,  the  APPDC  was  invoiced  for 
the  difference.  The  funds  to  cover  this  amount  came  from  refunded 
duties  received  from  from  previous  periods.  The  sixth  (1990/91) 
review  was  completed  and  the  live  swine  countervailing  duty  was 
lowered  to  1.2  cents  per  pound  on  March  15,  1994.  The  U.S. 
Department  of  Commerce  is  conducting  reviews  of  the  1991/ 
92,  1992/93, and  the  1993/94  periods.  These  reviews  should 
produce  low  duty  rates  as  there  were  no  or  very  small  federal  or 
provincial  government  payments  during  these  periods. 


Alberta  Pork  Producers 
Development 
Corporation 
Revenues  and  Expenses 
December  31,  1994 
1993  - 1994 

Total  Revenue 
$3,788,165  $3,483,967 

Total  Expenses 
$3,696,990  $3,550,918 

Net  Revenue 
$ 91,175  $(66,951) 

Source:  Alberta  Pork  Producers 
DevelopmentCorporation 
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Alberta  Cattle  Commission 


Alberta  Inventory  - Cattle 
January  1 
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the  past  year  the  Alberta  Cattle  Commission  (ACC)  has  been  increasingly  called 
upon  to  respond,  on  behalf  of  beef  producers,  to  issues  which  arise  from  changes 
to  government  programs  and  services.  The  ACC  has  been  active  in  dealing  with 
Crown  land  issues,  water  management,  municipal  taxation,  safety  nets,  forest  management 
and  cost  recovery. 
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Source:  Market  Analysis  and  Statistics 
Branch,  Alberta  Agriculture,  Food  and 
Rural  Development 


Alberta  Cattle 
Commission 
Revenues  and  Expenses 
March  31,1 994 
1993/94  - 1994/95 

Total  Revenue 
$5,611,746  $5,314,000 


The  ACC  committees  have  been  very  active.  The  provincial  affairs  committee  has 
addressed  issues  such  as  Special  Areas  2000,  private  land  logging,  grazing  leases  and 
development  work  on  the  new  Water  Conservation  and  Management  Act. 

The  Cattle  Industry  Committee  serves  as  a forum  for  discussion  and  consensus  in 
the  beef  industry  and  includes  the  representatives  of  the  ACC,  cow-calf  producers,  feeders, 
purebred  breeders,  auction  markets  and  packers.  This  group  has  proven  to  be  an  excellent 
way  for  the  industry  to  discuss  such  issues  as  revisions  to  the  ACC  marketing  plan,  the  draft 
Water  Conservation  and  Management  Act,  brand  inspection,  producer  security  program 
changes,  humane  transportation,  RCMP  livestock  investigation  and  trichomoniasis. 

The  technical  committee  met  in  early  January  to  approve  research  project  funding 
for  the  1995/96  year.  The  committee  approved  16  projects  for  a total  of  $434,415.  This 
money  was  matched  by  a variety  of  other  funding  agencies.  In  this  era  of  cutbacks  it  is  more 
important  than  ever  for  the  cattle  industry  to  show  they  are  serious  about  research.  As 
competition  increases  in  the  meat  sector  we  must  come  up  with  new  and  innovative  ways 
of  meeting  our  customers’  needs. 


Total  Expenses 
$5,314,922  $5,335,850 

Net  Revenue 
$ 296,824  $ (21,850) 

Source:  Alberta  Cattle  Commission 
Annual  Report 
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The  ACC  had  many  concerns  about  the  potential  impact  of  the  draft  Water 
Resources  Act  on  beef  production  and  agriculture  in  general.  The  ACC  has  been  concerned 
about  licensing  provisions  for  operations  that  use  over  two  acre  feet  per  year,  possible 
Crown  ownership  of  wetlands  and  sloughs,  subjecting  agriculture  to  environmental 
impact  assessments  through  the  water  legislation,  charging  fees  for  water,  the  impact  of 

rural  residential  subdivisions  on  agricultural  water 
uses,  priority  of  instream  needs,  and  transfer  of  water 
rights . The  public  meetings  into  the  Act  were  extremely 
well  attended  by  cattle  producers  and  Environmental 
Protection  was  made  aware  of  agriculture’s  concerns. 
The  cattle  industry  committee  and  provincial  affairs 
developed  a solution  paper  and  presented  it  to  the  review 
committee.  Their  report  is  to  be  presented  to  the  minister 
shortly  and  new  legislation  will  be  introduced  this  fall. 


Cattle  and  Calves 
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Our  Classroom  Agriculture  Program  reached 
a new  milestone  this  year  bringing  the  program’s  grade 
four  audiences  to  over  240,000  students.  The  ACC 
continues  to  be  the  leading  sponsor  of  the  program,  but 
all  major  agricultural  commodities  in  Alberta  participate 
in  funding  and  provision  of  materials.  The  Beef  In  The 
Classroom  Program  is  again  a popular  program  in 
Calgary  and  Edmonton  high  school  food  courses. 
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List  of  Boards  and  Commissions 


Appendix  I 


List  of  Boards  and  Commissions 


Board  or  Commission 

Telephone 

Address 

Plan 

Implemented 

Alberta  Barley  Commission 

Telephone: 

291-9111 

Fax:  291-0190 

321  Stockman's  Centre 

2116-27  Avenue  N.E. 

Calgary,  Alberta  T2E  7A6 

1991 

Alberta  Canola  Producers 

Commission 

Telephone: 

452-6487 

Fax:  451-6933 

#170,  14315  - 118  Avenue 

Edmonton,  Alberta 

T5L  4S6 

1989 

Alberta  Cattle  Commission 

Telephone: 

275-4400 

Fax:  274-0007 

#216,  6715  - 8 Street  N.E. 

Calgary,  Alberta 

T2E  7H7 

1969 

Alberta  Chicken  Producers 

Telephone: 

488-2125 

Fax:  488-3570 

#101,  11826-  100  Avenue 

Edmonton,  Alberta 

T5K  0K3 

1965 

Alberta  Egg  Producers  Board 

Telephone: 

250-1197 

Fax:  291-9216 

#15,  1915-32  Avenue  N.E. 

Calgary,  Alberta 

T2E  7C8 

1967 

Alberta  Hatching  Egg 

Marketing  Board 

Telephone: 

451-5837 

Fax:  452-8726 

14815  - 119  Avenue 

Edmonton,  Alberta 

T5L  2N9 

1982 

Alberta  Pork  Producers 

Development  Corporation 

Telephone: 

474-8288 

Fax:-47 1-8065 

10319  Princess  Elizabeth  Avenue 
Edmonton,  Alberta 

T5G  0Y5 

1968  | 

Potato  Growers  of  Alberta 

Telephone: 

291-2430 

Fax:  291-2641 

#6, 1323  - 44  Avenue  N.E. 

Calgary,  Alberta 

T2E  615 

1988 

Alberta  Pulse  Growers  Commission 

Telephone: 

782-7838 

Fax:  782-7838 

Field  Crops  Development  Centre 
Agriculture  Building,  Bag  47 

Lacombe,  Alberta,  TOC  ISO 

1989 

Alberta  Sheep  and  Wool 

Commission 

Telephone: 

735-5111 

Fax:  735-5110 

#203,  2916-  19  Street  N.E. 

Calgary,  Alberta 

T2E  6Y9 

1972 

Alberta  Soft  Wheat  Producers 
Commission 

Telephone: 

380-4189 

Fax:  328-6880 

Box  875,  1014  - 3 Avenue  North 
Lethbridge,  Alberta 

T1J3Z8 

1990 
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Contact 

Function/Purpose 

Clif  Foster 

General  Manager 

To  coordinate,  sponsor  or  co-sponsor  on  behalf  of  farmers,  agronomic  research,  market 
development  and  promotion,  information  and  technology  transfer  and  policy  development. 

Bruce  Jeffery 

Manager 

To  develop  and  implement  projects  and  programs  to  increase  and  improve  the  production  and 
marketing  of  canola,  inform  producers  and  advise  governments  on  matters  concerning  the 
canola  industry. 

Gary  Sargent 

Manager 

To  enhance  the  economic  well-being  of  the  Alberta  cattle  producers  by  lobbying  government, 
enhancing  the  industry's  image,  promoting  beef  to  consumers,  liaising  with  producers  and 
executing  industry  programs  and  services. 

Roger  King 

Secretary  Manager 

To  regulate  the  production  of  chickens,  to  allot  production  and  marketing  quotas  and  to 
represent  producers  at  national  agency  meetings. 

Warren  Chomey 

General  Manager 

To  stabilize  the  egg  industry  against  extreme  fluctuations  in  price,  improve  the  monetary 
returns  to  producers,  monitor  the  quality  of  eggs,  improve  productivity  through  research  and 

encourage  consumption  of  fresh  eggs. 

Bob  Smook 

Acting  General  Manager 

To  regulate  the  production  of  hatching  eggs,  to  negotiate  prices  to  be  paid  to  producers,  to 
allot  production  and  marketing  quotas  and  to  represent  producers  at  national  agency 
meetings. 

Ed  Schultz 

General  Manager 

To  provide  for  effective  promotion  and  effective  control  and  regulation  in  all  aspects  of  the 
marketing  of  Alberta  slaughter  hogs. 

A1  Stuart 

Manager 

To  establish  and  maintain  a minimum  price  on  all  table  and  seed  stock,  excluding  potatoes 
for  processing,  sold  in  Alberta. 

Janette  McDonald  Adam 
General  Manager 

To  provide  responsible  leadership  in  the  development  of  a progressive,  viable  pulse  industry 
in  Alberta. 

Will  Verboven 

Secretary  Manager 

To  initiate,  support  or  conduct  programs  that  stimulate,  increase  and  improve  the  economic 
well  being  of  the  sheep  industry  by  developing  better  marketing  methods,  grading  standards, 
and  research  and  development  programs. 

Andy  Kovacs 

Executive  Director 

To  develop  and  implement  projects  and  programs  to  increase  and  improve  production, 
promote  research  and  improve  marketing  of  Alberta  grown  soft  white  spring  wheat. 

29 


